Abstract. The tourism management Faculty personal use of social media has shown an ever increasing trend the professional use of social media has lagged somewhat behind. A majority of tourism management faculty now use social media in a professional context (including all aspects of their profession outside of teaching). This paper attempts to ascertain the current faculty usage of social media. The study used the Unified Theory of Acceptance and Use Technology (UTAUT) to ascertain the faculty perception towards social media Garret's Ranking method to rank tourism management faculty preferences while choosing a social media site for teaching learning purpose. Statistical tools along with percentage analysis were used to analyze the data. The results indicated that although tourism management faculty had high effort expectancy, performance expectancy, behavioral intention, social influence and facilitating conditions for the adoption of social media their usage was largely found to be high for the purpose of reading /listening /watching content rather than for creation of new content. The study also reports the prime barriers to social media usage by tourism management faculty as the lack of integration of social media with the learning management system, lack of social media effectiveness measures and privacy concerns.
Introduction
Social Media is the future of communication. It provides a countless array of Internet based tools and platforms that increase and enhance the sharing of information. Social media is becoming an integral part of life online as social websites and applications proliferate. Social Media is not only popular for its capability to allow social networking with friends but it also throws open a plethora of options to educational institutions for promoting their course and curriculum, network with stakeholders, provide personalized services and share knowledge even better than ever before.
Tourism management faculty in higher education form an integral part of the consumer base of social media. Virtually all higher education teaching faculty are aware of the major social media sites and literature from previous research reveals that more than three-quarter visited a social media sites within the past month for their personal use and nearly one-half posted content.
Even more impressive is their rate of adoption of social media in their professional lives: over 90% of all tourism management faculties are using social media in courses they're teaching or for their professional careers outside the classroom. There are big differences, though, among the pattern of use from one social media site to another. On the side of academy, we still have tourism management faculty who firmly believe that traditional classroom teaching is the most effective way to reach out to our students. When Web 2.0 social media technologies emerged in the market, students quickly bonded themselves to those tools such as YouTube, iTunes, Facebook, blogging, wechat and twittering, to mention a few. The most popular types of social media include social networks such as Facebook and Twitter, file sharing sites such as YouTube and Flicker, blogging sites such as Blogger and also micro blogging sites such as Wechat and Twitter.
Unified Theory of Acceptance and Use Technology (UTAUT)
The acceptance of Social Media by tourism management faculty for teaching may be treated as information and communication technology acceptance. The UTAUT [12] theory could predict the acceptance of an information communication technology in approximately 70% of the cases. Comparing with TAM, it could only predict the acceptance of an information communication technology in approximately 40% of the cases. On the other hand, the validity of UTAUT in the information system context needs further testing.
Therefore in this study the UTAUT with some of information system successful factors that mentioned below in this section are tested. Thus, the following hypotheses have been proposed for this study. H1: Performance expectancy of tourism management faculty with respect to their intention to use social media for teaching is high H2: Effort expectancy of tourism management faculty with respect to their intention to use social media for teaching is high H3: Social influence of tourism management faculty with respect to their intention to use social media for teaching is high H4: Facilitating conditions of tourism management faculty with respect to their intention to use social media for teaching is high H5: Behavior Intention of tourism management faculty with respect to their intention to use social media for teaching is high
Research methodology
The questionnaire was developed after thorough review of literature. The structured questionnaire contained the questions to elicit information based on the various levels of data measurement. The survey was conducted using print copies of structured questionnaire as well as the online forms which were circulated among the tourism management faculty in Haikou city Hainan Province. Most of the questions used the 5-point Likert scale format to record the social media usage pattern of tourism management faculty.
The sampling method is used for the study is snowball sampling. Each respondent referred the next respondent for the study, so the process was repeated for the collection samples used for the study. One -Sample t-test was used for analyzing the data. The one sample t-Test is a statistical procedure for testing the mean value of distribution. It is often used for testing the mean value of hypothesis.
Results and discussions

Factors that act as Barriers to Social Media Usage 4.1.1 Friedman Test
The Friedman test is the non-parametric alternative to the one-way ANOVA with repeated measures. It is used to test for differences between groups when the dependent variable being measured is ordinal. It can also be used for continuous data that has violated the assumptions necessary to run the one-way ANOVA with repeated measures (e.g., data that has marked deviations from normality). This test has been used to rank the various barriers to the usage of Social Media reported by tourism management faculty. Blocking outside users to view class related content is difficult 5.03 The following were the factors that were analyzed as the barriers of social media: Rank 1: Social media is yet to be integrated with learning management system Rank 2: Effectiveness measures are unavailable Rank 3: Integrity of students submissions while using social media is questionable
Tourism Management Faculty Preference of Social Media Websites for Usage in Teaching
Garrett's Ranking Technique has been used to analyze the factors influencing the preference for the selection of social media site by the respondents. Under the Garrett's Ranking Technique the percentage position is calculated by using the following formula:
Percentage Position=100(Rij-0.5)/Nj Where R ij =Rank given for i the variable by the jth respondent. N j = Number of variables ranked by the respondents. The respondents were asked to rank the seven social media sites identified for the purpose of this study as 1,2,3,4,5,6 and 7 in order to know their preferences in the selection these sites for the purpose of reading, watching, listening to content, creation of new content, adding of comments and creation of group assignments. The calculated percentage positions for the ranks 1, 2, 3, 4, 5, 6, and 7 and their corresponding Garrett's table values are given in Table 2 below. Source: primary Data The study found that among the eight social media websites reviewed, Wechat, Google Drive and WhtsApp followed by Facebook were the most preferred by the tourism management faculty for teaching and learning purposes. Blogs& Wikis was the fifth most preferred social media followed by Youtube in the sixth position, Twitter was found to be in the seventh position and LinkedIn being the least preferred in the eighth position.
Performance Expectancy
Performance expectancy is the degree to which an individual believes that using the system will help him or her to attain gains in job performance or improve job performance. In this context performance expectancy refers to social media usage by teachers, performance expectancy denotes the beliefs of tourism management faculty that the usage of social media would be beneficial to them and the student community at large with whom they interact. High performance expectancy denotes a high amount of positive expectation that the usage of social media would result in improved and enhanced results. Ho=Performance expectancy of tourism management faculty with respect to their intention to use social media for teaching is equal to Test mean, H1=Performance expectancy of tourism management faculty with respect to their intention to use social media for teaching is higher than test mean
This test mean compared with the sample mean is found to less. So we reject the null hypothesis. From above One sample T-test, it was found that the test was significant i.e.; p value =.000, so it is statistically proven that the Performance expectancy mean is higher than the test mean. So we infer that the tourism management faculty has high performance expectancy with respect to the use of social media for their professional work. Majority respondents show high score on Performance expectancy. Thus the variables were grouped into 3 categories. The categories are: ◎Very high ◎High ◎Low 100.0 48% of the tourism management faculty was having very high score in performance expectancy, 47% of the tourism management faculties are having high score and the remaining 5% of the having low score. From the analysis it is interpreted that majority of 48% of the tourism management faculty are having perception in performance expectancy.
Effort Expectancy
Effort expectancy is the degree of ease associated with the use of the system. Effort expectancy denotes the expected amount of ease which faculty presumes while using social media to accomplish their professional goals. Effort expectancy refers to extent to which tourism management faculty feel that use of social media for their professional accomplishments would be hassle free. From this One sample T test, it was found that the test was significant i.e.; p value =.000, so it is statistically proven that the Effort expectancy mean is higher than the test mean, which implies majority of tourism management faculty felt social media is easy to use and user-friendly medium to be adopted for teaching and learning.
From the scores of Effort expectancy, the variables were grouped into 3 categories. The categories are: ◎Very high ◎High ◎Low 
Social Influence
The degree to which an individual perceives that important others believe he or she should use the new system. In the context of social media usage by tourism management faculty we refer to social influence as the impact of superiors, peers and administrative authorities' support to such an endeavor by tourism management faculty. It refers to the active role played by the institutional heads in encouraging such use of technology in the curriculum delivery. Here the test is found to be significant; Social Influence mean is higher than the Test Mean. So we reject the null hypothesis. The Social influence mean of tourism management faculty with respect to their intention to use social media for teaching is high Majority respondents show high score on Social Influence, they were grouped into 3 categories. The categories are:
◎Very high ◎High ◎Low Social influence score was calculated on the basis of four 5-point Likert scale statements. Thus the least score was 4 and the highest score 20 the mid value is 12. While grouping the responses into 3 categories, those scores which are below 12, were categorized as `low', values from 12--16 were categorized as `high' and scores above 16 were categorized as `very high' respectively. Low  17  17  High  73  73  Very High  10  10  Total  100 100.0 This shows the high score on Social influence by tourism management faculty is 73%, 17% having low score and 10% having very high score.
Facilitating Conditions
Facilitating conditions means the degree to which an individual believes that an organizational and technical infrastructure exists to support use of the system. It includes training to tourism management faculty, hands-on user support through user manuals and expert solutions to faculty queries, physical infrastructure support in terms of dedicated networks connecting classrooms with Internet, uninterrupted power supply ready availability of laptops, desktops scanners and printers. This test mean compared with the sample mean...So we reject the null hypothesis. The test was significant, so it is statistically proven that the Facilitating conditions mean is higher than the test mean. Thus it can be concluded that tourism management faculty perceive facilitating conditions as conducive for the usage of social media.
The respondents for this study shows high score on Facilitating conditions were, they were grouped into 3 categories. The categories are: ◎Very high ◎High ◎Low About 70% of tourism management faculty having high score on facilitating conditions. 20% having low score and 10% having very high score.
Behavioral Intention
The degree to which a person has formulated conscious plans to perform or not perform some specified future behavior. In case of social media usage by tourism management faculty, behavior intention is based upon cognitive appraisal of how the use of social media would improve performance or result in other positive outcomes in their profession. Sample mean when compared with the test mean was found to be higher so the null hypothesis was rejected. From this One sample T test, which was significant i.e.; P value =.000, it was proven that the Behavior Intention mean was higher than the test mean.
Majority of respondents show high score on behavior Intention. Thus these scores were grouped into 3 categories. The categories are:
◎Very high ◎High ◎Low While grouping the Behavior Intention scores into 3 categories, those scores which are below 12, were categorized as `low', values from 12--16 were categorized as `high' and scores above 16 were categorized as `very high' respectively. .0 Among the faculty responses 65%of tourism management faculty had high scores on Behavior intention and 25% had low score and only 10% had very high scores on behavior intention. From the analysis it was interpreted that a majority of the tourism management faculty had high behavior intention.
Conclusion
From the present study it was found that respondents generally prefer to be mute consumers of social media and use it for the purpose of reading/watching/listening to content. The researcher through the study attempted to ascertain the extent to which tourism management faculty were using social media for creation of content. The result however show that although social media is popular among tourism management faculty for the purpose of reading/watching/listening to content the same as not true when it comes to creation of content. It is worthwhile to note that Wechat and Google Drive have emerged as the most popular social media among the tourism management faculty. Further on the study analyzes various barriers that deterred tourism management faculty from using social media for teaching, learning purposes. Among the various factors that were analyzed, the most highly ranked was the lack of social media integration with learning management system followed by lack of social media effectiveness measures. The dearth of mechanisms to ensure the integrity of student's submissions while using social media for teaching learning purposes was ranked as third most important deterrent in this study. This study reiterates the fact that although social media is all so popular among the masses, due to the lack of proper mechanisms which integrate Social media it to the learning management system, tourism management faculty are still unable to explore the full potential of this mode of communication to share with the student community their valuable insights.
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